CpepcTBO OT KaLWINSA

PeknamHas kamnaHms:

«Mo6eaure kawens!»

Kareropwus:
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AmbBpobere — coBpemeHHbiit 3bdekTnBHbIN/Gbl-
CTPOAENCTBYIOLLMIA NPENAPAT OT KALLMS, BbiMyckae-
Mbiit koMnaHuei ratiopharm. Ha momenT sanycka
npoekta AMBpo6eHe 3aHUMAaEeT BTOPOE MECTO

No NPOAAXAM B AAHHOM ToBAPHOI rpynne. Jinaep
cermeHTa — JlasonsaH. Kateropws cpeacts ot kawwns
XOPAKTEPU3YETCS BLICOKOM KOHKYpeHumen. PoiHok
SBNAET HOCLILLEHHBIM 1 MOKA3bIBAET OTPULATENbHYIO
IOMHOMMKY B HOTYPOSIBHOM BBIDOKEHMM.

Llenu npoekra:

Bosepaowerwe pocta nonm peiHka Ambpobere Ha
POCCUICKOM GAPMPBIHKE MOCTE JIUTENBHOTO NepUo-
[,a CTArHALMK U NOAEHUS, MPOUCXOAMBLLNMX HA OHE
CHWXEHWs Y3HOBAEMOCTH BPEHAA, MpUBEILLEMY K
NOCNEeAOBATENLHOMY NEPEKNIOYEHMIO NOTPpebUTENE
HO MpenapaTel KOHKypeHToB. [JocTikeHune nuampyto-
LLeM No3nLUMM B LOHHOW TOBAPHOM rpynne

3apaum npoekra:

Penosuunonmnposarme 6peraa u paspaboTtka
NPOrPAMMbI MHTETPUPOBAHHbIX MAPKETUHTOBbIX
KOMMYHMKALMMA

1. TloBblweHWe 3HAHUS TOProBOM MAPKM MPENAPATA
Ha 20% y koHeuHbIx noTpebuTeneit

2. ®opmuposaHme Hosoro obpasa bpexaa B
rNO30ax Lenesoi ayaMTopmm

3. Poct npoaax Ha 15% k koHuy 4-ro ksaprtana
2008 r.

4. Noctuxenne nonu peiHka Ha yposHe 35 % (8
cermeHTe aMBPOKCONOB) K KoHLy 4-ro keaptana
2008 r.

5. YBenuuenue k koHuy 4-ro ksaptana 2008 r. gonu
TM B 061X NPOAAXAX KOMAAHUU A0 YPOBHS
30% B CTOMMOCTHOM BBIPQXEHMM

KnioueBoe kommyHuKaumoHHoe coobuye-
Hue:
AMBpoBeHe — MOLLHbINA U SPDEKTUBHBINA, HO NPK
3ToM 6e3onacksiit npenapart ot kawns ans BCEN
CEMbU
BonnouwieHue B Kpearuee:
Mepconndmkaums Npobnemsl, AEMOHCTPALMA
KOHKPETHOM PO NPenapaTa B X13HW 4enoBeka.
CospnaHue spknx 06pa3os AeiCTBUA NPenapaTa,
meTadopusaums sbdekTa.
[anHoe pelenue:
NO3BONSAET BHIAENMTL NPENAPAT, CO34ATh ero
mmbdepeHupmpyoLmii 06pas B psay OCHOBHbIX
KOHKYPEHTOB
nenaet 6peHa 6onee SMOLMOHAMbHBIM 1 NPK-
BreKaTensHeIM Ans notpebutens
KOPPEKTUPYET BOCNpUsTHE BPEHAq: AOHECEeH e
A0 QYAMTOPUM, 4TO NPENAPAT NOAXOAUT HE TOMb-
KO B3POCIbIM, HO M BCEM YNEHOM CeMbM BOOBLLE

[ns nayuerns NnoTpebuTENsCKOro NoBEAEHUS W No-
MCKQ OCHOBHBIX UHCAMTOB GbiNk NPOAHANM3UPOBAHbI
MATepHanbl MCCIEAOBAHMI NOTPEOUTENLCKUX NPEa-
nouTeHui, nposeaeHs cepun bokyc-rpynn (Comcon
Pharma v GFK). Peaynstatsl uccnenosanmit nernu s
OCHOBY BLIPABOTKM OCHOBHOTO KOMMYHUKALMOHHOTO
coobueHus.

Mccneposanums nokasanu, 4o B uenom Ambpobe-
HE BOCTPUHMMAETCS KaK 3 PEKTUBHBIM Npenapart
NPOTHB Kawwns, 061aaaiOLWLMA XOPOLWIMM NeYeBHbIM
spdektom. OgHAKO, XOTS, C OLHOM CTOPOHbI, MMUAX
npenapaTa COOTBETCTBYET MMUAXY NPENAPATOB
rpynnsl aMGPOKCONOB, HO, C APYrOW, SBASETCA [OCTA-
TOYHO «PA3MbITbIM», U HE UMEET CBOUX YHUKAIbHbIX,
cneunduyeckmx csoncts. OnpepneneHHsii geduumt
«BNAQEHUA» XOpOKTepMCTMKOﬁ «ANng BCEX BO3PACTHbIX
KaTeropuin» B umuaoxe AMBpoGeHe MOXET BbICTYNATL
onpeaenexHsIM 6aPLEPOM K NOKyMKe NPenapaTa
ANst AETEN, B CUITY BO3MOXHOTO BOCMPUSTUS €70
pecnoHpeHTamm 3bdbekTneHOro, Ho He Gesonac-
Horo. Yuutbieas, uto AM6pobeHe BoCnpuHUMMaeTcs
NOTPEBUTENAMM KOK «CUIbHBINA» NPENAPAT, BOXHLIM
ABNAETCH IMOLMOHATBHAS COCTABAAIOLLAN PEKNAMbI —
HEOBX0AMMO YCHAUTL B BOCTIPUATHN «6E30MACHOCTbY
npenapara

1) B kauectse nokomoTusroro CMU 6bino eeibpaqo
TenesuaeHue kak Hanbonee sPpPEKTUBHBIA MHCTPY-
MeHT BbiIcTporo yesenuuerns brand awareness.
Pasmewerme ponmkos (20, 15, 10, 5 cek) Ha Tene-
kananax Poceumsa, Jomawnun, TB-3.
Ha ocHose nceneposatensckux aanHbix TNS Gbinu
NPOW3BEAEHbI PACYETHI HAMAYYLLWMX NOKA3ATENeM
TRP v pnutensroctn TB-kamnaruu. B pesynbtate
kamnanmm TB-peknamy npenapara sugeno 87,5 %
LeneBow ayauTopum.
2) Micnonb3osaHme onTUMAansHOTO KOMMNEKCA KOM-
MYHUKAUMOHHbBIX KOHANOB!
PEKIaMa B METPO (ABYCTOPOHHWE METPOCTUKEPDI
ans pasmetenmns B metpononutere Camkr-
Metepbypra u Mockssi),
OXBATHbIE N3OAHUA
Tenermap
XKYPHOSbI 47151 MOM
CMeUManU3UPOBAHHBIE U3AAHWS O 3LOPOBLE,
CyBEHWUPHAS NPOAYKUMs (DO3MELLEHWE B QNTEKAX
U NONUKIMHUKOX)
QHTU-CTpECC ((KGLIJeﬂb» M KHUXKA-pACKpACKa ans
KOHEeYHOro notpeburtens.

TB:
Tenepexknama

MeuarHbie CMU:
Toprossie / MpodeccuonansHbie
MoTpebutensckue xypHansi
[azeTbl

HapyxHas:
TOPOACKOM TPAHCNOPT (BAroHs METPO)

CnoHcopcTBO:
B

Po3HuuHbIE NpoAaXu:
Peknama B mectax npogas
ToBaposepeHue B MarasmHax
[MpoasuxeHue Tosapa

[Mporpamma nosnbHOCTH
Pacnpoctparenue
Hpyroe:

[MTOMMMO OCHOBHbIX AKTUBHOCTEM, HAMPABIEHHbIX
HQO KOHEYHOro NOTPebuUTENs, B XOAe AAHHOV
KOMMQHWK OCYLLECTBNEH PSS MEPONPUATHI Ans
Bpayeit HaMbonee NOTEHUMAMbHLIX CNeLUManbHOCTEN
(nemmaTpsl, TepanesTsl) 1 anTeuHbIX PABOTHUKOB!
MHPOPMUPOBAHME AAHHBIX QYAUTOPHI NOCPEACTBOM
CMNEUMANM3UPOBAHHBIE KAHANOB KOMMYHUKALWH,
paboTa C NMAEPAMM MHEHMI, BUSMTHI MEANUMHCKMX
npencTaBuUTenen.

Kpome Toro, sBenacs pabota ¢ auctpubytopamu,

B PE3YNbTATE KOTOPOIt BbINO HAMAEHO

peLeHne KPaTKO-CPOYHOI 304Q4M NOBLILLEHUSA
060pAUMBAEMOCTH CTOKA (NPENAPAT PaHbLIE

6bln OTHECEH HEKOTOPbIMM AUCTPUEBIOTOPAMM K
KOTEropHn MeANeHHO-0BPALLAEMBIX, YTO NPUBENO

K CHUXEHMIO MHAEKCA AUCTPUEBIOLMM), O TaKXE
COXPAHEHME UHAEKCA “BO3BPAT HA NPOAaxm” B
pPamkax KOPMOPATMBHOTO BloaxeTa

OCcHOBHAS Lenb NPOEKTA 6blNa JOCTUTHYTA:
B 4-m keaptane 2008 r. AMbpobere 3aHan nuam-
PYIOLLYIO NO3WUUMIO B KATETOPUM, COABHUBLUMCH B
HOTYPQBHOM BLIPAXEHUM C OBBEMAMK MPOAAXK
OCHOBHOTO kOHKypeHTa JlazonsaH.

1. o cpaBHEHMIO C AHANOTMYHBIM NEPUOAOM NPO-
LUIIOTO rOfA 3HAHKE Mapku «AMBpobeHe» B xoae
PEKNAMHOM KaMNAHKK BO3POCno Ha 22% (1c-
Tounuk: TNS M’Index 2008 /4 ksaptan - Poccws)

2. Kamnanus penonua npenapata «Am6poberes»
6b11Q BKIOYEHA B CMEUMAbHYIO HOMUHALMIO
«Mpembepa roaa» NPodeccHoHanLHOM Npemmm



«Peuent lopa-2008» (Bbicokas oueHka npodec-
cHoHansHoro coobuiectsa)

3. Poct npogax npenapara e 4-m keaprane 2008
Ha 18,7 % B HaTypanbHOM BeipaxeHuu u 28,7% &
CTOMMOCTHOM BbipaxeHuu (aaHHsie RMBC)

4. [lons peiHKa B cermeHTe ambpOKCONoB B HA-
TYPQmbHOM BEIPAXEHMM yeennumnacs go 36,1 %
B HOTYPANbHOM BbipakeHun u 23,8% B ctoumocT-
HOM ncuncnenmuu (narHsie RMBC)

5. Tosblwenue cTparernieckoro sHaderns 6peHna
«AMBpobener 8 0biem nopTtdene GpeHaos
komnanuu ratiofarm. Jons npoaax npenapara
AmBpobene B 0bLiemM 06beme NPOAAX BCEX
NPEenapaTOB KOMMNAHMM BEIPOCIA B CTOUMOCTHOM
soipakeHn o ypoens 30,1 % (aarHsie RMBC).

Brnaronpuatcreyiowmx dakropos He 6bino. Haobo-
POT, HOM MPMLLAOCH MPEOAONEBATb HEFATUBHBIE
TEHAEHLMM: BBICOKAS KOHKYPEHLMS, OTPULATENLHAS
IMHOMMKQ PLIHKQ B HOTYPANbHOM BBIPAXEHUU B 3, 4
ksaptane 2008 roga Mo CPABHEHUIO C AHANOTUYHBIM
nepwogom 2007r.

(-2,7% Q3 08, -12,2% Q4 08 no aanHbim RMBC),

Q TAKXKE BMAHUE SKOHOMMYECKOTO KPU3UCA B 4-M
ksaptane 2008 r.

Cough remedy

Campaign title: Vanquish cough!

Category: Medical services. Pharmaceuticals
Project scale: National

Background

Ambrobene — a modern effective/fast-acting
cough-drop producing by ratiopharm company. The
medication ranks the second by sales in the group
ambroxols. The leader is Lasolvan. The competitive
landscape in the category is tough. The market is
overwhelming and shows negative dynamics (sales
volume).

Project goals

Return of the positive MS growth after a long period
of decline and stagnation at the Russian market.
Overcoming the fall of brand awareness indexes
and overcoming switching consumers fowards com-
petitor brands. Achieving the leading position inside
the product category.

Project Tasks

Brand repositioning and developing integrated com-
munication campaign

1. Brand awareness growth up to 20 %
2. Building a new brand image in eyes of the target
auvdience

Sales increase up to 15 % by Q4 2008

. Market share increase up to 35 % (ambroxols
category) by Q4 2008

5. Increasing the importance of Ambrobene among

other ratiopharm brands + 30 % by Q4 2008

> w

Key message
Ambrobene — highly efficient but safe cough-drop
for ALL FAMILY
Creative solution
Problem personification, demonstration the role
which the brand plays in lives of consumers. De-
veloping the bright figures and metaphorisation of
therapeutics.
Advantages
Differention among the competitors
Making brand more emotional appealing
towards consumers
Shifts in brand perception: Ambrobene is suitable
not only for adults but all family members

In order to know consumer behavior and to get all
the insights needed to develop the key message the
series of focus groups were conducted (research
partners — Comcon Pharma & GFK). This study
paved the way for key message development.
Research revealed that Ambrobene was perceived
as strong and effective cough remedy. But though on
the one hand the brand image was adequate to the
ambroxol category on the other hand, it had the lack
of clarity and differentiation among the competitors.
Also farfetched (from current consumer POV) age
restrictions made the barriers to child use due to

the perception of this drug as effective but not safe
enough. In consideration of these facts it is important
to gain by means of our ad the positive emotions
and to change a consumer opinion.

1) TV as locomotive media and the fastest way to
build brand awareness.
20, 15,10,5 sec. spots were broadcast by Rossia,
Domashniy, TV-3 channels. Using TNS data the best
TRP and campaign duration parameters were se-
lected. As a result 87,5% of Target Audience viewed
our spot at list once.
2) Most advantageous multimedia-mix:

metro (side by side metro-stickers for Moscow

and Saint Petersburg)

national press

tv-guides

mommy-magazines

health magazines

POS and souvenirs

Toys and gifts (“cough-antistress” rubber statuette

& coloring book for end consumer)

AmbpobeHe.

AbIXaTenbHbIX I'IyTElT'I

0T MOKpPOTBI

W 136aBNAET OT Kawns

ratitharm

Hewewoe arecTeo. GocTymas uswa.

B oYwLLaeT 5pUHXH N Nnerkue

TV:
Spots

Print:
Trade / Professional
Consumer Magazine
Newspaper

Outdoors:
Other: METRO

Sponsorship:
v

Retail experience:
POP
In-Store Merchandizing
Sales promotion

Couponing
Distribution
Other:

Besides consumer promotion it was also realized the
series of activities for medical specialists (pediatri-
cians, therapists) and provisors: special communica-
tion channels were used to inform these audiences,
opinion leader’s support and medical representa-
tive's visits.

In addition, the distributors were involved that made
us possible to achieve a short-term goal of stock
turnover speed-up and also maintenance sales
return indexes without overspending a corporate
budget.

The main campaign goal has been achieved:

1. Brand awareness + 22 % increase by Q4 2008
(data from TNS M’Index 2008/4 - Russia)

2. The relaunch-campaign was nominated in
“Prescription of the Year Award” under special
competition category “Premi re of the Year”
(professional community appreciation)

3. Sales volume growth + 18,7 % and sales value
growth + 28,7 % by Q4 2008 (data from RMBC)

4. Market Share increase up to 36,1 % in product
units and up to 23,8% in euro (data from RMBC)

5. Rise of the strategic importance of Ambrobene in
ratiopharm brand portfolio. Sales value (MS% in
total ratiopharm) increase up to 30,1 % (RMBC
data)

There were not any kinds of favorable conditions

in the project. Quite the contrary — we had to over-
come only difficulties: competitive rivalry, negative
market dynamics (-12,2% according to MEMBR) and
a general impact of the economic crisis in Q4 2008.

lobegute Kaweno!

W [1e/CTBYET Ha BCEM NPOTSHKEHUM




